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EXECUTIVE SUMMARY 

Under-rated is a start-up Vintage Inspired Luxury Design company established in September 2014. It is a line 
catered to the consumer who appreciates the finer art of Fashion and caters to men and women with a high-end 
taste. This brand is developed with some of the world’s finest leathers and fabrics such as cashmere, wool, 
calfskin, and silk used to produce quality clothing that will last, and can be passed down for generations.

Under-rated will be owned and operated by DeCarlo Tatum, Jr. and Catherine Green, as a developed partnership 
and will be located in Atlanta, Georgia. The intent is to provide the community with high-quality unique clothing 
that would be in a league of its own and very valuable for years to come.

Under-rated will be financed with $10,000 of the owner’s money plus, $20,000 from donations and a business 
loan. Starting cost is estimated to be around $25,000. Sales are estimated at $75,000 per year by the first year. 
We foresee a positive cash flow will be produced at the end of the first year.

There are no other vintage inspired brands that cater to the type of consumers that Under-rated caters to. The 
intimate selection of vintage inspired clothing and accessories are what separates the brand from the competition. 
Under-rated is looking to position ourselves to become one of the top designing brands around. 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MISSION STATEMENT 

Under-rated is designed for the individual who believes that beauty, creativity, talents, intelligence & style is 
sometimes underrated.

The mission is to offer an assortment of sizes, styles, and colors to accommodate all men and women, with a 
unique taste and flavor. Under-rated is dedicated to excellent customer service that will keep each customer 
coming back for new products, creating an outstanding amount of revenue. 
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PRODUCT/SERVICE PLAN 

Purpose of Product/Service 

The purpose of this company is to offer a high design of clothing and shoes. The brand will cater to the man and 
woman that want a unique, different, vintage inspired quality product without the hassle of searching the upscale 
department store for the right product. 

Products 

Under-rated will be purchasing through worldwide manufacturers and designers in a variety of sizes, colors, and 
material. The greatest percentage of merchandise will be in shoes, followed by apparel (trench coat, polo shirts, 
etc.) The management team will rely on customer feedback, suggestions, and sales reports to introduce, or 
eliminate certain products, and sizes. 

Product Description 

Under-rated will provide a selection of products that fall within our mission statement.

The goal is to carry an intimate, incomparable, highly valued selection of shoes and apparel. 

Features and Benefits 

Under-rated will offer exclusive items to the consumer. It will satisfy customers with a vintage inspired selection.
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Stage of Development 

Under-rated is in the start-up stage of business. 

Company Location and Facilities 

Under-rated will be an international based e-commerce site that is home-based in Atlanta, Georgia. The goal is to 
create an atmosphere of individuality in the community, as well as a retail environment where individuals can feel 
unique and stylish. It will be centralized in the residential location and social activities of our target market; it is 
critical to initial success and long-term growth. 

Product/Service Limitations 

There are no product/service limitations. We are a company catered to every size and shape, and available to any 
e-consumer. 
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Product/Service Liability 

The revenues and cash inflows of the project may be lower than the expected in future years

Macroeconomic factors like inflation can have an impact on the project and fluctuation of demand. 

Cost reduction and increased production may be a way out but it will become difficult to maintain quality. 

Production 

Under-rated does most purchases and production through suppliers, vendors, and merchandisers.

Suppliers 

Wholesaler  

Crafters 

Related Products/Service and Spin-Offs 

After turning profit, the next stage (5 years) of the project will be the opening a flagship store in the Atlanta area. By 
2025, there will be a planned online and flagship store, consisting of a full collection of product. 
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Trademarks, Patents, Copyrights, Licenses, Royalties 

Our logo will be trademarked and registered to allow for the possibility of future licensing or spin-offs. 

Government Approvals 

The state of Georgia will be offering a business license for the e-commerce store. 

!8

UNDER-RATED



Marketing 

Definition of the market: 

The market is a diverse community, consisting of Middle to High Class consumers. These people come from areas 
that are multicultural communities including White, Black, Hispanics, Asians, and other ethnicities. We will serve 
individuals seeking vintage inspired fashion in an array of sizes and styles. 

Target Market/Area: 

Our target market is international. We are targeting every ethnicity, male and female. We will target households 
whose median income ranges between $35,000 and $75,000 a year. That includes the upscale middle class 
employee to the prestigious business owner. 
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Target Market 

* Under-rated will be tapping primarily into one market 

* Sex: Male and Female 

* Type: Any size, shape 

* Age: 25-65 

* Education: High School to Degree Holders 

* Household Income: $35,000-100,000 
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Market Analysis 

The target e-consumer can range from the upscale middle class employee with a steady income to the million 
dollar corporation owner. This brand is for everyone. However, for Under-rated to be successful the target 
customer will the millennial consumer. The millennial is the most populated and most educated of all age groups 
and have the biggest access to the internet. Therefore, they will be the customer that will drive traffic to the e-
commerce site and increase revenue and sales.  

Market Goals Advertising Strategy 

* Offer customers vintage inspired quality fashion.

* Provide a clean and well laid out shopping webpage for customers.

* Rotation and movement of stock to insure every visit to the site offers new and exciting opportunities for 
shoppers. 

The marketing strategy will focus heavily on sales promotion, niche positioning in the market and customer service 
with loyalty and retention in sales. The marketing budget will not exceed 5% of gross annual sales. Promotions will 
always stay in tune with company objectives and the mission statement. 

Competitor Analysis 

The competition would include other e-commerce retail stores and high-end boutiques.  
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Competitive Edge 

The meaning behind Under-rated allows the consumer to appreciate and support a product that stands apart from 
the rest. A product that stands for something keeps customers coming back for more. 

Pricing Policy 

Items will be priced, based on the original market price. Items are reduced by approximately 15% every 90 days. 

Promotion Strategy 

* Under-rated will follow an aggressive yet creative promotional plan. This will allow us to focus directly on our 
target customer while still being conservative with our advertising dollars. 

* Under-rated will use a targeted advertising and sales program to generate publicity and build a customer base. 
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Sales Management 

We will utilize PayPal with every sales transaction. With each purchase a record will be maintained in its database 
the custom’s name, address and purchases.  

We will offer 14 day return/exchange policy to build trust with our customers and maintain retention and loyalty. 
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SWOT ANALYSIS 

Strengths 

• Hands on experience with retail sales and knowledge of the product and customer services. 

• Knowledge of how to to promote, strengthen, and build up name and customer relations. 

• Goal oriented and energetic company. 

• Provision of products that consumers want more of.  

• Open 24/7, with global business that is accessible from anywhere.  

• Fast, effective; products reach customers directly. 

• More affordable advertising 

• Low Staff cost  

Weaknesses 

• A start-up business; new company that has to compete with established companies. 

• Pricing, some consumers might be indifferent 

• There are some customers that prefer buying by reaching personally to the market 

• Number of potential customers who purchase through the internet is still not enough 
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Opportunities 

• Rebranding and reopening a high-end clothing retail e-commerce store for men and women who want a new 
product, therefore,there is a chance to take advantage of an untapped market.  

• The demand is there and all we have to do is take advantage of it. 

• Millennials use of the internet 

• More consumers are comfortable with exclusively buying products through the internet 

• Big companies in the market blaze the field and bear the cost of the market 

Threats 

• Dishonest online businesses damage consumers’ confidence and faith in the entire enterprise of Internet 
marketing 

• Competition with high-end boutiques 

• Limited resources  

!15



MANAGEMENT AND ORGANIZATION PLAN 

Company Summary 

Under-rated will be owned and operated by Catherine Green and DeCarlo Tatum, Jr. 

Management Team 

Both will handle the day to day administrative duties like working with the suppliers and vendors and make 
decisions on financial duties. 

Infrastructure 

Additional management support will be available through consultation concerning the use of inventory control 
software. Sales Reps from vendors and suppliers will also offer valuable insight and ideas. 

Recruitment and Selection of Employees 

When the time comes, we will be recruiting for part time positions. The methods of recruiting that we will consider 
are networking, employment offices and the Internet. 
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Financial Plan 

The start up cost for this business will cost around $25,000. This includes the cost of the apparel from the 
wholesalers, print costs, materials, storage, marketing products, etc. 

Cost of materials and production would be anywhere between $190-260 per pair.  

Initially, we plan to use around $5,000 of our own money and ask for investments and loans to cover other start-up 
costs. The goal is to make more than $1000 in the first month, alone, with a goal of $75,000 in sales by the end of 
the 2015-2016 fiscal year.  
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EXIT STRATEGY 

Every good business plan must have an exit strategy to mitigate total loss of investment. In the event unexpected 
hardship falls upon a business, the business plan should detail steps to take if the business takes a tailspin with no 
chance of recovery. The exit strategy provides some protection to minimize the investors’ exposure to a total 
investment loss. 

The exit strategy phase of the business plan will consist of possible companies interest in the purchase of the 
company’s merchandise. This plan requires that an ongoing relationship be maintained with companies interested 
in the purchase and sale of the Under-rated merchandise. The plan will list that a social network development with 
the store owners who frequently use the same wholesale distributors as you. The store owners developed through 
a relationship may be willing to sale our merchandise for and share the proceeds. If not merchandise will be 
liquidated and losses cut. Future businesses should be located in a very attractive business area where others will 
want to rent the space or sub-lease relieving the fixed cost for the rental of the shop space. If this is owned 
property, then there will be space for cost or small profit. 

Other strategies: 

* Sell to a third party, this way there is control of how and when to exit. 

* Liquidate and sell everything at market value and use the revenue to pay off the remaining debt. 

* Merge with the discount clothing stores that are in the community. 

The exit strategy is the plan that is never look to be used, because all up-front planning shows that the business 
plan and market research are sound. The exit strategy is the parachute on a well-built plane, that is never planned 
to use the parachute but is carried on board as an insurance policy. 
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